Abstract-Social media fundamentally has changed the consumer's decision process. There are many research studies from different context for understanding the importance of social media, regrettably, not until recently, its business impact and opportunities were not seriously addressed. This is what led the Information System (IS) research community to come up with a new discipline known as Social Commerce (s-commerce). Hence an alternative means businesses through online social interactions emerge. This has made the social networking platform drives consumers to participate in social commerce. It is necessary to identify the significant factors that affect its acceptance. Thus, this research aimed to empirically examine the factors that affect scommerce acceptance in Saudi Arabia. The quantitative research methodology was chosen to test the formulated hypothesis by subjective assessment of attitudes, opinions, and behavior of the people of Saudi Arabia.
I. INTRODUCTION
In recent years Facebook, Youtube, Linkedin, Twitter, and Orkut social media websites widely used among social media users in the current internet era [1] . A large number of people probably in millions around the world subscriber and user of these social networking sites to communicate and form an association with compatible individuals. In recent times, the recent development of Electronic commerce _e-commerce) also known as Social commerce has begun by growing acceptance of Social Networking Sites, for example, Facebook, Twitter, Youtube, Orkut, and Linkedin [2, 3] .
Social commerce is discussed as a kind of commerce intervened through social media to cover online and offline media coverages [4] . Consumers interact, participate and communicate in the online selling and buying of goods and services with the s-commerce combined activities through ecommerce [2] . , further explain that users' participating in the buying and selling of goods, services, marketing, associating and curating in online and offline communities and the marketplace are due to enhanced scommerce S-commerce mostly consists of the social contact of online communities to increase the experience of online shopping as compared to e-commerce whereby consumers communicate the online [5] . Comparatively, S-commerce has changed traditional e-commerce into a new user-friendly and socially centered [6] . According to Liang et al., [7] that scommerce has reexplored and redefined and defied the oldfashioned vendor-pushed business models and marketing strategies. Alternatively, according to [8] that s-commerce is more innovative, social and collective way of doing business.
Consequently,s-commerce supports the consumers to cooperate online, seek suggestion from the trusted folks, and share their online shopping experience related with receive price discounts and custom design shopping [9] [10]. Additionally, s-commerce has endowed people to be the vigorous content architect on the social media [11] . Even though, a small number of empirical studies been studied to test social commerce adoption factors and finding of past studies unable to support to comprehend users adoption of s-commerce.
Such as some studies examined the role in the website [12] , in the organization [13] , or trust for the public [14] . Likewise, few different dependent variables, for instance, consumers' buying intention [15] , sharing intention [14] , or persistence intention [7, 16] (, in the past studies used to examine social commerce adoption.
Therefore, in view of this current existing literature on the adoption of social commerce, It is hard to suggest factors that significantly affect consumers s-commerce adoption [9] . The main objective of the current study is to combine the purpose of different factors that affect the consumers s- [17] , among the most abundant oil producing and exporting countries in the world, Saudi Arabia has a significant share in oil exporting [18] . As stated by Al-Khalidi, [19] , in the middle-east and North Africa the growth rate of e-commerce was noticed to be 45% in 2014 the total market share of $7 billion and likely to reach 52% with an overall market share of $13.4 billion in 2020. Substantial growth has been observed in the use of social media in Saudi Arabia, specifically e-commerce and mobile commerce during the last few years. This is an essential point of acceptance and e-commerce adoption [20] .
II. HYPOTHESES DEVELOPMENT Trust considered as an important part for developing a successful relationship. Trust defined as "Individual willingness to depend based on the beliefs in ability, benevolence, and integrity." [21] . In recent times spread of information on the internet, Consumers have a tendency to get advice from the public and trustworthy individuals. Trust is developed through social relationships with the community and contiguous environment. Increase in the interconnectivity and technologies of people on the social networking sites, trust and security required to allow two parties to reduce their perceived risk in buying and selling online [22] . In reality, the information provided by customers is usually different from provided by the websites. The information provided by consumers in the form of reviews considered more trustworthy than website information [22] .
The current study explains trust in social networking sites as the degree to which the social networking site is keen to tie up in operation and its promises and commitment. Trust in the buying and selling of the goods and services, and the network impacts the online buyer's intention to buy [23] . The association among the trust and perceived usefulness is also positive; trust enhances some factors of perceived usefulness [21] . According to past research, that trust has a positive affect on perceived usefulness [21] . As a result, in this proposed model trust plays an important role
H1: Trust is related positively with social commerce and social commerce.
Perceived usefulness is "the extent to which a person believes that usage of a particular technology/service will enhance his or her performance," [24] . Technology acceptance model is consist of many constructs, among those constructs perceived usefulness is one of the key constructs [24] . Perceived usefulness shows vital role in e-commerce and positively related with the social commerce environment. According to Hajli, [11] that shopping through social networking sites indicates that the more consumers purchase in a social networking site perceived better by users, and more intention to buy in social networking sites.
H2: Perceived usefulness is related positively with social commerce behavioral intention and social commerce
One of important factor of social commerce intention is recommendations and referrals. Research indicates that as customers unable to experience the products and services in the context of online shopping, therefore customers depend more on the other consumer's experiences for instance product recommendations [25] . It is important to have some mechanism to inform through reliable signals to differentiate among the sellers in the online environment [3] . In this condition, recommendations and referrals show that sellers are trustworthy in social networking sites. Furthermore, social exchange on social networking sites and social constructs have a significant impact on buyers behavior [26] .
H3: Recommendations and referrals related positively with trust and social commerce.
Website quality is a fundamental construct in examining the usage of social networking sites. Social commerce involves the usage of social networking sites for business purpose [7] . Factors related to social networking sites are likely to influence significantly on their consumer's social shopping behavior and social sharing. Consecutively, according to DeLone and McLean, [27] , website quality is consist of key factors such as information quality, system quality, user satisfaction, service quality, system usage, and net benefits. Website quality influence positively on the user's intention to use s-commerce and to continue using social networking site. As a result, websites that provide latest, accurate, and complete information, users tend to trust those websites [28] . After the website offers shopping and product information, the user takes interest to continue using the website.
H4: Website Quality is related positively with trust and social commerce.

III. METHODOLOGY
The study was conducted in Saudi Arabia, one of the fastest developing country in the Middle-East. Considering the nature of this research the population of interest in this study is individuals who use internet-enabled smartphones, PCs or tablet PCs who intend to use S-commerce in Saudi Arabia.
The questionnaire were distributed to user s-commerce in different cities of Saudi Arabia. In the field survey, approximately 813 questionnaires were distributed, and after continuous follow-up activities, 467 responses received, which shows 57.44% response rate. Out of these received responses, 29 respondents provided an incomplete response (i.e., some parts such as demographic, background details and questions items were left blank), 16 tick marked same response for all items on the Likert scale and 11 provided completely blank copies of questionnaires. As a result, finally, 411 valid responses were entered in SPSS for further data analyses
IV. MEASURES
Trust was measured using 6 items that were adopted from [3] . Sample items for trust include "Promises made by social networking sites are likely to be reliable." the agreement of respondents was measured on a 5-point Likert scale ranging from 1 ( Strongly Disagree) to 5 ( Strongly Agree).
Perceived Usefulness was measured using 5 items that were adopted from [29] . Sample items for trust include "I believe shopping services on the social networking sites are useful for me." the agreement of respondents was measured on a 5-point Likert scale ranging from 1 ( Strongly Disagree) to 5 ( Strongly Agree).
Recommendations and Referrals was measured using 4 items that were adopted from [3] . Sample items for trust include "I feel my friends' recommendations are generally frank" the agreement of respondents was measured on a 5-point Likert scale ranging from 1 ( Strongly Disagree) to 5 ( Strongly Agree).
Website Quality was measured using 7 items that were adopted from [7] . Sample items for trust include "Social networking sites provide accurate information about service and products I need to purchase" the agreement of respondents was measured on a 5-point Likert scale ranging from 1 ( Strongly Disagree) to 5 ( Strongly Agree).
Behavior Intention was measured using 5 items that were adopted from [11, 24, 28] . Sample items for trust include "I intend to use the social commerce as often as needed." the agreement of respondents was measured on a 5-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).
Data Analysis: in order to analyze the preliminary data, SPSS 25.0 was applied. The data then were analyzed and interpreted using AMOS 23.0 software using structural equation modeling (SEM). AMOS was used to test the proposed hypotheses of the study. SEM, in comparison with confirmatory factor analysis ( CFA), extend the possibility of association among the latent constructs and contains two elements (1) a measurement model and (2) structural model. Structural model signifies that the values of critical ratio and standardized regression weight for trust to behaviour intention found 6.582 and 0.451 respectively. These results suggested that the path between these constructs is statistically significant at the p = ***. Therefore, the hypothesis (H1) found to be significant by these results. These findings indicate that there is a significant effect of trust on behaviour intention.
The results of the critical ratio and the standardized regression weight for the path between perceived usefulness to behaviour intention found 4.369 and 0.273 respectively, showing that the hypothesis is statistically significant at p = ***. These results also demonstrate that there is a positive effect of perceived usefulness on behaviour intention. In summary, perceived usefulness found to be an essential factor, both directly and indirectly through behaviour intention Results of the structural model shows that the values of critical ratio and standardized regression weight for the path between Recommendations and referrals and trust found 3.162 and 0.214 respectively. These results reveal that the path between these constructs is statistically significant at the p =.002. Thus, the hypothesis H3 found strongly supported by these results. These findings further indicate that there is a strong significant effect of Recommendations and Referrals on trust. According to statistical results,, the values of critical ratio and standardized regression weight for the path between Website Quality and trust (i.e., 8.54 and 0.53 respectively), These results reveal that the path between these constructs is statistically significant at the p = 0.000. The result demonstrates no support for the hypothesis H4 (which assumed that there is a significant effect of Website Quality on trust).
V. DISCUSSION The purpose of current research is to use new hybrid technology model to investigate consumers behavioral intention to use the online purchasing of products and services. The current study explains trust, website quality, and recommendations and referrals towards purchasing of products and services in social networking sites as the degree to which the social networking site is keen to tie up in operation and its promises and commitment. Results of hypotheses H1 shows that trust is strongly significant with the behavior intention of individuals those purchase products and services online. Findings of the current study are in line with the [30] research results.
Similarly, hypotheses 2 and 3 are supported and perceived usefulness, recommendations and referrals are positively related with behavior intention of online buyers. In the current research, we found that website quality has great positive effect on buyers behavioral intention to buy products online. In other words, the better the website quality of the online shopping, the higher the intention to buy products online Hypotheses 4 is supported. These findings are consistent with [31] research results. Relatedly, the present study did not address the full extent of antecedents and consequences of online social commerce in term behavior intention of consumers, for future research that investigates additional antecedents and consequences of online purchasing.
